Re. ASSOCIATION POLICY 


Speaking last week at the Pennsylvania 
(anners Association of the events and 
ce nditions leading up to the establish- 
ment of the National Canners Associa- 
tion Consumer and Trade Relations Pro- 
gram, Carlos Campbell, N.C.A. Executive 
sceretary, touched on matters of Associa- 
tion policy that merit more than passing 
notice. It goes without saying that the 
individual canner, possibly almost to a 
man has a different idea of what his 
Association should do for him, or per- 
haps better stated, for the industry of 
which he is a part. 

On the premise that a whole free en- 
terprise system is built around the indi- 
vidual, Mr. Campbell defined a_ trade 
association as, “The ideal trade associa- 
tion is created when businessmen, in 
order to effect a more perfect functioning 
of the free enterprise system, voluntarily 
organize together in work that supple- 
ments their separate individual ac 
tivities.” 

Mr. Campbell continued, “It may be 
that this definition, like all definitions, is 
too concise since it does not describe the 
field in which the N.C.A. can properly 
operate. Thus it might add to clarify by 
saying that a trade association should 
not undertake any of the activities that 
are properly reserved for the individual 
member under our economic system, but 
should engage in only those activities 
that tend to enable all members to utilize 
their respective abilities more effectively, 
and at the same time preserve the right 
of each individual to reap a reward 
commensurate with his relative ability.” 

Mr. Campbell went on to say that these 
words may sound highly theoretical and 
possibly academic to some, but explains 
that the governing bodies of N.C.A. 
doesn’t think so and that any activity in 
which the Association engages is weighed 
carefully to see if it measures up to 
these standards. 

Readers will know that this column 
and this publication has been one of the 
most ardent supporters of the National 
Canners Association. They will know 
too, we believe, that we have at times 
been at least mildly critical of what we 
like to call the Association’s ultra-con- 
servatism. It’s consoling at least to find, 
in studying Mr. Campbell’s statement of 
policy, that there is considerable room 
for a difference of opinion. A case in 
point might be the illustration given by 
‘ir. Campbell. Referring to the commit- 
iee’s decision to approve a consumer and 
‘rade relations program, he said that it 
was in line with this policy that it de- 
clined a direct advertising approach. 
While there is no intent here to depre- 
ciate the Association’s C. & T. R. Pro- 
zram, nor is it suggested that the Asso- 
ciation embark on an advertising pro- 
gram at this time, it would be difficult, 
using this statement of policy as a guide, 
‘o accept the one and reject the other, 
particularly if the advertising copy were 
written in such a manner, “to enable all 
nembers to utilize‘their respective abil- 
ties more effectively, and at the same 
‘ime, preserve the right of each indi- 
vidual to reap a reward commensurate 
with his relative ability.” 
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S A LE S —lIt goes without saying that one of the more im- 

portant aspects of a business convention is the 
PROBLEM opportunity it affords members of a particular 
industry to sit down together in a good old-fashioned bull session— 
aside from the formal sessions. Anyone who is making the rounds 
of the annual Fall conventions of canners will agree that small can- 
ners particularly, right now have a one track mind. Almost to a 
man regardless of the product or products packed and their relative 
market position, they are thinking and talking about the sales 
problem. Readers of this publication who may not have attended a 
single convention this Fall will know that this is so, for association 
after association President has chosen this subject in his special 
report to this publication without any provocation from us. 


While a good bit of the lobby talk contains a certain element of 
hopelessness, the mere fact that canners are talking about it and 
searching out the solution, even though this may not be apparent at 
the moment, is a healthy sign. As Mr. Lamble says, “Open honest 
discussion is the only possible means of finding that all important 
solution.” 


A thousand and one reasons undoubtedly could be given as a 
cause of the present dilemma—over production, lack of capital, 
lack of quality control, poor salesmanship, the private label, in- 
efficient management, self service grocery stores and the general 
revolution in buying habits, to mention a few. 


Were our Chicago correspondent of the 30’s living today, he 
would be strongly tempted to say, “I told you so.” That gentleman, 
a vigorous supporter of the Robinson-Patman Act ended up each 
weekly column for a number of years with the slogan, “A hundred 
buyers are better than one buyer.” The fact that we are now down 
to that minimum number of buyers, or at least on the way, is no 
reflection on the R-P Act. It is, however, a reflection on its interpre- 
tation and enforcement. It might well be said that it is a reflection 
on the foresight of canners individually and collectively for their 
negative attitude regarding this important legislation. 


But this was not meant to be a peroration on the merits of the 
Robinson-Patman Act. The fact is, there are many less buyers 
today than there were 5, 10, 15 or 20 years ago, and these have 
many more problems than their forbearers, so that they are playing 
their cards even closer to the vest. If canners are going to play in 
the same game, they’ll have to play their cards equally as carefully 
and they’ll need a sizeable stack of chips to back them up. The 
advertising, sales and promotion of a common brand may be the 
answer, providing of course, all of the other elements including the 
sale and delivery contract mentioned by Mr. Carlson this week, 
become a part of the consolidation. At any rate, if Packard and 
Studebaker, not to mention a long list of wholesalers joining volun- 
taries, find consolidation advisable, some canners at least might 
well consider the advisability of taking out a mortgage on their 
rugged individualism. 
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By 
WILLIAM E. LAMBLE, JR. 
Retiring President 
Tri-State Packers Association 


The problem of how to obtain profit- 
able sales has passed the simmering 
stage and is boiling violently in our Tri- 
State Area of Maryland, New Jersey, 
Delaware and eastern shore of Virginia. 
Packers whether they sell all or a large 
portion of their packs under their own 
labels, or packers selling wholly under 
private labels are seeking for “some- 
thing” to stabilize their sales picture. All 
of us are quite cognizant of market con- 
ditions that all too frequently depress 
prices below the cost of production. 
These unprofitable prices are seldom, if 
ever, justified statistically. True, we 
often have packs running 10% to 20% 
over what is considered the “normal” 
pack, but when this happens the market, 
all too often, dips far out of proportion. 
More and more frequently with packs in 
balance, we are forced to sell below cost. 


There are many factors all of which 
combine to give us this condition. Just 


MR, LAMBLE 


FROM THE ASSOCIATION PRESIDENT’S DESK - - - 


Special to “The Canning Trade” 


to mention a few which seem most im- 
portant are—lack of financial resources 
during packing season, buying methods 
of the trade, continued growth of stores 
with goods only displayed to the con- 
sumer, etc. 


CONSOLIDATION? 


Packers not only in the Tri-State Area, 
but in every section, see in the future 
only a continuance of the foregoing, and 
further shrinkage of available buyers... 
and by buyers is not meant customers. 
Actually every one feels sales conditions 
are going to become progressively more 
difficult as the years pass. With such a 
dark horizon many ideas of survival are 
being discussed between packers indi- 
vidually and in groups. All such discus- 
sions have as their premise the need of 
consolidation. Such consolidations have 
been talked along the lines of several 
companies merging together, establish- 
ing a central sales agency with packers 
giving their output into the sales agency 
pool (Francis Silver’s plan). The heart 
of every discussion, and this is the only 
stage such plans have reached, is the 
fact that individually many packers are 
heading for greater and greater losses 
and the apparent salvation is to consoli- 
date. Such discussions may provide the 
answer, but with the tremendous indi- 
vidualism so prevalent in packers it is 
coubtful if such ideas will ever get be- 
yond the discussion stage. Some think 
we are at the point in our industry where 
a “winnowing out” is going to take place. 
This is not a pleasant thought, but at 
this time at least it appears a thought 
that bears a great deal of hard indi- 
vidual thinking. 


SOLUTION ? 

Perhaps I have been entirely too nega- 
tive without any ideas of solution. I 
have merely endeavored to report and 
discuss what I felt to be the thought in 
many minds. Frankly, I am not quite so 
pessimistic because I believe that open, 
honest discussion is the only possible 
means of finding that all important solu- 
tion. Processors, by virtue of the busi- 
ness they are in, are intelligent, hard- 
working and determined to survive, and 
survive we will, and profitably. 
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THE SALES PROBLEM OF 
THE “INDEPENDENT” CANNER 


By 
C. H. CARLSON 
Retiring President, Michigan 
Canners’ and Freezers’ Association 


1954 has turned out to be a banner 
year for the canned and frozen food in- 
dustry. Although we experienced a 
downward adjustment in our over-all 
economy, the American public has con- 
tinued to spend at record levels for 
canned and frozen foods. Despite this 
era of apparent prosperity for our in- 
dustry, there are many problems most 
noteworthy of which is the sales prob- 
lem of the so-called “Independent Proc- 
essor.” A large percentage of the 
Processors here in Michigan, as well as 
in other states, are commonly classified 
as “Independents.” 


The revolution which has taken place 
in the channels of food distribution dur- 
ing the last decade has placed the Inde- 
pendent in a position where many even 
question his survival. Todays supermar- 


(Continued on Page 8) 
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SWEET CORN HIGH CUT 
FOR LOW CANNING COST 


lochief best adapted to whole kernel pack 


IOCHIEF. 87 days.* Bred for deep, 
narrow kernels and for ability to 
hold in the field. High percentage of 
cut gives low factory cost per can. 
Develops starch content slowly— 
but is adapted to both cream style 
and whole kernel pack. Clean, strong 
stalk adapted to mechanical picking. 
A high yielder and good field per- 
former—liked by canner and grower 
alike. Introduced recently, a Gold 
Medal winner in All-America trials. 


For full details on this and other 
improved canning varieties, ask your 
NK representative or write us today. 


*Relative maturity from emergence to canning 
or eating stage at Minneapolis Trial Grounds. 


NORTHRUP, KING & CO. 


Shipping Points: Seedsmen since 1884 Production: 


Minneapolis, Minn. Nampa, Idah 
Twin Falls, Idaho MINNEAPOLIS 13, MINN. St. Ant 


q 


BRED and SELECTED byexperts PRODUCED in the areas favor- TESTED in modern laborato- 
for trueness to type, high yield ing freedom from disease, high __ ries for high germination, vigor, 
and uniformity. germination, bright appearance. purity. 
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CARLSON - continuto FROM PAGE SIX 


ket operation of high cost shelf space re- 
quiring a multitude of products with 
rapid turnover, has placed us in a posi- 
tion of being a financier, a warehouse- 
man, a freight hauler, as well as a Proc- 
essor of food, if we are to give the kind 
of service that the modern food distribu- 
tor demands, and must have, in order to 
be competitive. 


ORDERS NOT ORDERS 


In this day of intense competition be- 
tween processors, as well as between 
products, one can no longer follow a hit 
or miss method of selling. Too often we 
Processors have been too quick to with- 
draw from a market shortly after an- 
nouncing opening prices on an item, be- 
cause our files are crowded with orders. 
In reality most of these orders are not 
orders at all, but are merely bookings. 
Bookings are intentions on the part of a 
buyer to buy an estimated quantity of a 
product from a packer as he needs it, 
providing the packer will furnish the 
right quality at the right price, in the 
right quantities, and at the right rate 
of freight. 

It is common practice for all of us to 
accept this type of sales arrangement, 
and the total of these received at pack 
time frequently amounts to all or more 
than we can pack. So we hang up the 
“sold out” sign, sit back and relax, in so 
far as selling is concerned, and turn our 
attention to the problems of securing 
enough produce of the right quality and 
processing it so as to be sure to fill all 
of our orders. Then, all too often, after 
several months ge by, we begin to realize 
that we haven’t heard much from cus- 
tomer A, B or C. We glance at the calen- 
dar and it suddenly dawns on us that the 
new pack is only 3, 4 or 5 months away, 
and that we had better get busy liquidat- 
ing our Inventory. It becomes apparent 
that the movement of our products has 
not been at the rate some of our custom- 
ers originally anticipated. And as a re- 
sult, they will not be able to use their 
entire booking, which leaves us_ with 
some surplus products to sell. We find 
that several other processors find them- 
selves in the same position. Then it be- 
comes a race to see who can sell out first. 
Of course, we all know the inevitable re- 
sult of this situation, forced sales, at un- 
profitable prices, creating a chaotic 
market situation. Such a situation might 
have been avoided, or at least modified 
to some degree if we, as processors, were 
not trying to do a twelve months selling 
job within a 8 to 5 month period. 


DEFINITE SHIPPING DATES 


The situation I have described is one 
that has happened many times over with 
many packers. It is a situation which 
may be corrected, and has been corrected 
by packers refusing to accept bookings 
or future sales contracts which do not 
specify definite shipping dates. In 
acknowledging a booking, each packer 
would be wise to spell out the terms and 


Mr. Lamble and Mr. Carlson and other 
Association Presidents, completing a tour 
of duty, are being asked by this publi- 
cation to share the rich experience of 
their office... to analyze briefly the sig- 
nificant developments, the problems and 
opportunities, and to suggest a course 
of action based on their frequent contact 
with other processors and associates in 
handling the affairs of the Association. 
This is the fifth and sixth in the series. 


conditions under which he will hold the 
merchandise. On each product involved, 
he should specify that a certain portion 
must be shipped by certain dates, other- 
wise the unshipped portion will be auto- 
matically cancelied. For example, a 
customer places an order for 5,000 cases 
of an item, to be packed during the 
month of May. It would not be unreason- 
able to request that customer to accept 
delivery of 40% or 2,000 cases by August 
1. Any unshipped portion of that 2,000 
cases would be automatically cancelled 
on that date, then request that 30% or 
1,500 cases of the full order be shipped 
by December 1. The remaining 80% or 
1,500 cases should be shipped by March 
1. Any unshipped portions which are 
not shipped by these latter two dates 
also would be automatically cancelled. Of 
course, these dates would vary with dif- 
ferent packers and with different prod- 
ucts, depending upon the position of the 
individual packer and market conditions. 
The object of this whole thing is to have 
a complete understanding at the time the 
booking is accepted, so that each party 
will know exactly what is expected of 
him, if the booking is to be carried out 
to completion. 


PROTECTS BUYER AND SELLER 


The above plan is practical and work- 
able for both the buyer and the seller. 
The buyer is protected in that he knows 
that the merchandise is being held for 
him. And he knows in advance exactly 
what is expected of him in the way of 
shipping instructions, if he desires to use 
the full quantity that he has requested to 
have set aside. It protects the seller or 
packer from sitting on large blocks of 
merchandise for indefinite periods of 
time, and then belatedly finding out that 
the buyer cannot use all the merchandise. 
It wil eliminate the situation where the 
packer has been holding 60, 70, and even 
100% of a buyer’s order for six to nine 
months, during which time he is absorb- 
ing storage and financing costs and run- 
ning the risk of market declines. Instead 
of the packer remaining withdrawn from 
the market on an item for long periods 
of time and refusing orders that may 
be offered to him, he will find that he 
may have merchandise released from 
time to time and available for selling 
throughout the year. This will help keep 
him in closer touch with the activities in 
the market on each item he packs, mak- 
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him better informed salesman and 
which in turn can enhance his prestige 
with his customers. 


This suggested method of handling 
orders for deferred shipment is simple 
and elemental. But, if we, as business 
men, would slow down a little oftener, 
and review some of the basic fundamen- 
tals upon which any enterprise must be 
founded to be successful, we might avoid 
or at least minimize some of the hazards 
which are constantly before us. 


JIM DOLE AND HAWAII'S 
BILLION-DOLLAR CROP 


“An eye-catching landmark of the 
Honolulu skyline is the gigantic pine- 
apple that towers above the building of 
the Hawaiian Pineapple Co. It is both a 
water tank and a symbol of one man’s 
dream come true. The dreamer is James 
D. Dole, now 77. His dream —to put 
Hawaiian pineapple on every grocer’s 
shelf in the United States—began 53 
years ago.” So writes Frank J. Taylor, 
hailing Dole’s pioneering with pineapples, 
in a December Reader’s Digest article 
condensed from Advertising Agency. 


When Dole, fresh out of Harvard, 
arrived in Hawaii the former Polynesian 
kingdom had just become a territory of 
the United States. It badly needed an- 
other source of income besides sugar 
cane. Millions had been spent experi- 
menting with many crops but none had 
brought in appreciable income. Dole de- 
cided to try pineapples. 


This fruit, he knew, would thrive in 
soil, but growers had _ never 
been able to develop a broad market for 
it. Around the turn of the century few 
Americans had ever eaten pineapple, 
fresh or canned. 


Dole set out 75,000 plants on 12 acres 
at Wahiawa on Oahu Island. The Is- 
landers scoffed: Dole was chasing: rain- 
bows to count on pineapples as a cash 
crop. 


A half-century later, Hawaiians no 
longer belittle Jim Dole‘s dream, the 
article says. Since 1901 the fruit lias 


brought more than $2 billion to Hawaii. 
The modest planting Dole launched at 
Wahiawa has grown to 73,000 acres, 
which produce 70 percent of the wor «’s 
supply of canned pineapple. 
Hawaiian Pineapple Co. founded by | le 
is now Hawaii’s largest employer, wil) a 
payroll of 7,000. 


Ed Reynolds for many years \ ith 
American Can Company, has _ joi ied 


Mohawk Containers, Inc., New Harti rd, 
N. Y., as special sales representativ. to 
handle their can carton business in ew 
York State. 
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In case of Fire... 


how much would it cost 
to replace your buildings 


and equipment? 


Is your insurance 
coverage adequate? 


| Replacement Cota at highest 


levels ... Now is the time to check today's values 
_ @gainst your present insurance 


It’s much wiser to review the condition of your insurance 
coverage NOW ... in the light of today’s inflated replace- 
ment costs... than AFTER a severe fire which may find 
you severely under-insured. 46 years of specialized insur- 
ance background and experience in handling coverage for 
food processors qualifies Canners Exchange to provide the 
best insurance program for you. 


Canners 


LANSING B. WARNER, INC. 
4210 PETERSON AVENUE + CHICAGO 30, ILL. 


46 YEARS OF DEPENDABLE SPECIALIZED FIRE INSURANCE FOR FOOD PROCESSORS 
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DINNERS FROM CANS 


AN PERLY 


This full-color double-page food editorial in the September 
19th issue of American Weekly provided the basis for the fall 
promotion of canned foods sponsored jointly by National Can- 
ners Association and the Weekly. 
brochure was distributed by NCA to canners, brokers, whole- 
salers and retailers before the promotion suggesting tie-in 
advertising and merchandising themes for retailers to use. 


An eight-page full color 


NCA Harvest Festival 
Promotion Results In 
Increased Sales For All 
Canned Foods 


Preliminary results of the “Harvest 
Festival” canned food in-store promotion 
test conducted by the National Canners 
Association in September and October 
show sales increases for the entire 
canned food department of participating 
retail stores ranging from 2 to 14 per- 
cent over the period immediately pre- 
ceding the promotion. The store checks 
are being made for NCA by Don White, 
Ine. 


The 2 to 14 percent increase in sales 
volume is especially significant because 
it applies to all canned foods sales .. . 
not just those which might have been 
featured in special displays. Some stores 
did not even build special displays, but 


Five Carl’s Markets in Los Angeles 
reported a “marked increase” in sales 
of all canned foods during the period of 
the promotion. 


10 


Pappas Markets in Baltimore reported 
a 5 percent increase over October 1953 
in all canned foods sales in two markets. 
In the third market, sales increased by 
6 percent. 
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Collins Super Market, in South Miami. 
Florida, reported a 12 percent increase 
in overall canned food sales during tw° 
weeks in October as compared with the 
corresponding two weeks in September. 


December 6, 1954 


j > ’ le = & ‘ ¢ 
¢ 


Merchandising tips for retailers to use in store tie-ins with 
the Harvest Festival promotion were outlined in an eight-page 
merchandising brochure prepared by NCA. Included were ideas 
like these using the theme of the Weekly’s editorial “Entertain 
Wonderfully With Dinners From Cans” on talking signs for 
mass and shopping cart displays, and like headlining a full page 
ad with a theme banned such as “Harvest Festival of Canned 


Food Values.” 
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used the materials to draw attention to 
the canned foods section as a whole. 


The promotions were conducted in test 
stores in 16 cities over a period of two 
to three weeks during September and 
October. The 16 cities included: Boston, 
Philadelphia, Baltimore, Buffalo, Detroit, 
Milwaukee, St. Paul, Seattle, Portland, 
Los Angeles, San Francisco, Cincinnati, 
St. Louis, Dallas, Miami and Knoxville. 
Display materials which were supplied 
by NCA to test stores consisted of four 
21” x 22” four-color posters reproducing 
the American Weekly color spread “En- 
tertain Wonderfully With Dinners From 
Cans”; two 22” x 66” yellow and black 
“Harvest Festival of Canned Food 
Values” store banners; two recipe dis- 
pensers each containing 100 recipe fold- 
ers; and one copy of the Sept. 19th issue 
of American Weekly which contained the 
editorial feature. 


It is estimated that over 21 million 
people or approximately 1 out of every 
2 homes from coast-to-coast saw this 
American Weekly feature. In addition, 
the National Canners Association ar- 
ranged to have its home economists make 
guest appearances on radio and televi- 
sion in selected key cities to publicize the 
promotion. 


ADVANCE PUBLICITY 


To encourage retailer and _ supplier 
tie-ins, an eight-page full color merchan- 
dising brochure was distributed by NCA 
to all member canners, brokers and lead- 
ing wholesalers and retailers in advance 
of the promotion date. This colorful 
booklet, which was the same size as the 
Weekly itself, contained a reproduction 
of the editorial feature, details of the 
promotion and suggestions on display 
ideas for retai! tie-ins. 


At present returns have been received 
from stores in 10 of the 16 cities in which 


test promotions were held. Typical of 
comments received from retailers is one 
from Best Markets (20 super markets) 
with headquarters in Philadelphia: “All 
material forwarded to us on ‘How to 
Entertain’, which tied in with the Ameri- 
ean Weekly Magazine, was distributed 
and used quite effectively in all of our 
markets. They report that the subject 
matter, recipe ideas, etc., helped to create 
color, excitement and attention. Choice 
material such as this helps to stimulate 
new menu ideas to the consumer, and 
eventually leads to sales volume.” 


Photographs of typical displays demon- 
strate how retailers made use of the 
materials to give special featuring to 
their canned foods departments. 


oss Grocery Co., a chain of 11 supers 
w: a headquarters in Cincinnati, reports 
a percent increase in canned food de- 
pe iment sales over the comparable 
wk of the preceding month. 
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Twelve Tom Thumb Stores in Dallas, 
Texas report a 14 percent increase in 
overall canned food sales during the two 
weeks of the promotion over a compar- 
able period during the previous month. 
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Ray Dahms, Manager of a Sentry 
Food Liner in Milwaukee, tied in the 
NCA-American Weekly promotion with 
a special promotion in cbservance of 
Wisconsin Canned Foods Week and re- 
ported a 2 percent increase in overall 
canned foods sales for this October week 
of the promotion compared with the 
comparable week the preceding month. 
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Charles O. Koller, Executive Vice- 
President of Charles G. Summers, Jr., 
Inc., New Freedom, Pennsylvania, is con- 
fined to Merey Hospital in Baltimore 
with an arthritic condition. Friends may 
stop by to see him in room 401. 


47th annual convention of the Virginia 
Canners Association will be held at the 
Hotel Roanoke, Roanoke, Va., March 4-5, 
19F5, according to an announcement by 
E. S. Marshall, Secretary-Treasurer. 


Ralph B. Billingham, Jr., has been ap- 
pointed Sales Manager of the Automa- 
tion Section of the W. F. & John Barnes 
Company, Rockford, Illinois. Mr. Billing- 
ham joined the company in 1947 as a de- 
sign engineer of automation equipment, 
was promoted to sales engineer, and 
more recently, was assistant sales man- 
ager of the Automation Section. This 
section is engaged in the design and 
manufacture of a wide range of auto- 
mation equipment including specialized 
conveyor units and systems for solving 
automation material handling problems. 


Robert L. Duerson has been made 
Northern California sales manager for 
the packaging division of the Schmidt 
Lithograph Co., San Francisco, Calif. He 
has been with this old-line concern since 
1934. 


Owens-Illinois Glass Co., one of the 
nation’s leading producers of glass con- 
tainers and metal and plastic closures, 
has announced plans for opening a sales 
branch in Yakima, Washington, about 
January 1. The announcement from K. C. 
White, vice-president and general sales 
manager of the company’s Pacific Coast 
Division, named J. E. Humphrey, sales- 
man in the Seattle branch and a veteran 
of 20 years service with Owens-Illinois, 
as manager of the new branch. Mr. 
White said that the population growth in 
the northwest, the increasing importance 
of the Yakima Valley apple and grape 
juice packing industry, and an over-all 
greater demand for glass containers 
were the principal reasons for making 
the move. The new branch, to be located 
in the Larson Bldg., will serve eastern 
Washington, western Montana and north- 
east Oregon. 


Richard F. Bagley, Western division 
manager for Gerber’s Baby Foods, has 
announced the appointment of James D. 
Ryan as sales manager for the San 
Francisco, Calif., district. Mr. Ryan suc- 
ceeds Joe Robertson who has been made 
sales manager of the newly created south 
central division, with headquarters in 
Dallas, Tex. 


47th Annual Cenvention of the Ozark 
Canners Association will be held at the 
Colonial Hotel, Springfield, Missouri on 
March 10 and 11, 1955, according to an 
announcement by A. Dewey Lewis, As- 
sociation Secretary. 


The Can Manufacturers Institute has 
issued a four page two color report of a 
food recipe publicity promotion on 
canned beets which it released in October 
and November. The promotion featured, 
“Beet Recipes You Can’t Beat,” with 
recipe photographs both in black and 
white and in color. Those wishing to see 
a copy of the report may obtain same 
from Can Manufacturers Institute, 745 
5th Avenue, New York City. 


Participation by distributors in the 
Wisconsin canned foods week promotion 
has been reported by the Wisconsin Can- 
ners Association as most gratifying. Ap- 
proximately 4000 posters reproducing 
the Governor’s proclamation were dis- 
tributed. Six-hundred and _ seventy-five 
to the association’s mailing list, 350 to 
Wisconsin newspapers and radio sta- 
tions, 750 to Wisconsin banks, 350 to 
Chambers of Commerce, 72 to county 
agents and 150 to local outlets of the 
Wisconsin Farm Bureau. Most import- 
ant, however, says the Association, was 
the distribution of 1625 posters on a re- 
quest basis to Wisconsin Food Distribu- 
tors. Of these, 500 were requested by 
Red Bell Stores, 275 by IGA, 200 by 
A & P and quantities ranging from 25 to 
100 by 9 other wholesalers and chains. 


The Minute Maid Corporation, large 
frozen citrus concentrate producer has 
purchased the Snow Crop Division of 
Clinton Foods, Ine. for a reported 22% 
million dollars in cash and 17.3 million 
dollars in 4 percent debentures. The ac- 
quisition will add to Minute Maid’s prod- 
ucts, the complete line of frozen fruits, 
vegetables, fish and poultry. 


THE CANNING TRADE - 


Canned soft drinks could eventually 
account for an increase of 30 percent in 
the nation’s use of metal cans—already 
35.6 billion a year—E. K. Walsh, assis- 
tant general manager of sales for 
American Can Company, told the 36th 
annual convention of the American 
Bottlers of Carbonated Beverages on 
Nov. 18th. “If cans for soft drinks fol- 
low a trend that has been going on in 
this country for the past two decades,” 
Walsh said, “there is reason to believe 
that canned carbonated beverages may 
ultimately reach the 12-billion-a-year 
mark.” 


Washington Canners Cooperative at 
Van Couver and Yakima, Washington, 
completing their pear pack on November 
16, packed 13 percent of all the Bartletts 
grown in Washington State this past 
season and 16 percent of all those grown 
for canning. Out of a total crop of 
94,425 tons, of which 78,375 were canned, 
and 16,050 sold on the fresh market, 
Washington Canners canned 12,542 tons. 
Total tonnage of canning pears in the 
Yakima Valley was 65,450, leaving 
12,925 tons for all other areas in the 
State, including Wenatchee and_ the 
Clark-Skamania-Klickitat County areas. 


Robert F. Duemler, Division Vice- 
President in charge of sales, Crown Can 
Division, Crown Cork and Seal Company, 
has announced a number of promotions 
in the New York and New England areas. 
F. Stanley Kreps has been promoted to 
the position of Regional! Sales Manaver 
for the Metropolitan New York and New 
England areas. Oliver W. Holmes re- 
places Mr. Kreps as New York District 
Sales Manager. George Mayer has }ven 
appointed a Sales Representative in the 
New York District. Mr. Kreps has en 
with Crown Can since 1937, serving .\c- 
cessively as New Jersey Sales Man: zer 
and New York District Sales Mana er. 
Mr. Holmes was formerly associ ‘ed 
with American Pamcor, Inc., a subsid iy 
of Aircraft-Marine, as General )}\.an- 
ager, also serving in the capacity as : en- 
eral sales manager. Mr. Mayer as 
formerly associated with Robert H: ‘ler 
and Associates as a management « igi- 
neer. All three will headquarter at 
Crown Can’s New York Offices at 6) E. 
42nd Street. 
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Crown to Build New Can Plant in Bal- 
tinore: Plans are rapidly nearing com- 
pi-tion for the erection. of a new can 
mo nufacturing plant in Baltimore ac- 
cording to an announcement by John J. 
Nogle, Chairman of the Board and Presi- 
dent of Crown Cork & Seal Company, 


‘More yield with 


it is the Company’s intention to lo- 
ecaie the new plant at O’Donnell and 
Newkirk Streets, adiacent to Crown’s 
Machinery Division. It will cover 123,000 
square feet of floor space for manufac- 
turing, warehousing and_ divisional 
offices. It is another step in the can di- 
vision’s continuing program of expan- 
sion which includes a new 200,000 square 
foot metal lithographing plant in Phila- 
»  delphia and a 100,000 square foot plant 
in Bartow, Florida, both of which are 
J. now under construction. Mr. Nagle said 
that these new and greatly increased fa- 
cilities will enable his company to offer 
convenient and improved service to can- 
ners in the Tri-State area of Maryland, 
Delaware and New Jersey. The plant is 
» expected to be in operation in time for 


the 1955 packing season. UNTREATED BEANS 


} Richard L. Frank has been named 
president and Robert E. Wuerz vice 
president and general manager of Pacific 
Valley Foods, Ine., 210 California St., 


San Gali More money 


The C. H. Musselman Company, Big- | 
lerville, Pa., continuing an annual cus- for Ou 
tom, inaugurated three years ago, re- * 
cently honored 138 pensioners at a ban- 
quet held in the company’s cafeteria. 
Featured at the affair were plant tours, 
corsages for the ladies, boutonierres for 


4 


men—climaxed by a full course tur- 

key dinner. In addressing the group, Mr. TREATED WITH SPERGON SEED PROTECTANT 
John A, Hauser, president of the com- ? : 

pany, used a thanksgiving theme, devel- It pays to protect your bean investment with Spergon 
oping the idea that work is one of man’s Seed Protectant—pays you a return of many more 
richest blessings and that this group of : j 

increas 

pensioners personified this thought in a dollars at market time. For Spergon peneiererinn 
very real way. Out of the total number your yield as much as 40% by preventing seed decay, 
of pensioners—65 years of age or over— “damping off” and many other damaging fungus 
about three-fourths are still employed 
by the company. Said Mr. Hauser, “We diseases—particularly destructive in cold, wet plant- 

: honor you for helping us supply the good ing weather. 
f indation upon which our business was Spergon lets you plant less seed and lubricates 
built in its early years.” The plan is : lant-- 
nen-contributory—it costs the employee that seed for less planter breakage and easier piant- 
noting and now has nearly 1,000 partici- ing. It works very effectively with legume inoculants 


nating members. 
and is non-hazardous. 


Order Spergon or formulations containing Spergon from 
your local supplier today and watch your profits grow. 


liss Carolyn Knaub, daughter of Mr. 
a | Mrs. Glenn E. Knaub was crowned 
en of the “Mardi Gras Ball” in Vine- 
d, New Jersey on October 29. Glen is DN ANNIVER 


\ e-President of the P. J. Ritter Com- = 
oy of Bridgeton and a Past President audgatuc he mic al 
the Tri-State Packers Association. 
{ -olyn acting as Queen of the Tri-State ae oar Division of United States Rubber Company 
( vention held in Baltimore December ELM STREET, NAUGATUCK, CONNECTICUT 
~ ind 3 appeared on Molly Martin’s In- iticides, insecticides, growth 
pe a producers of seed protectants, fungicides, miticides, in 8 
s tute Show, WBAL_TV show, with her retardants, herbicides; Spergon, Phygon, Aramite, Synklor, MH, Alanap. 
f her and other industry leaders on 


iday afternoon. 
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HOLIDAY APPEAL OF 
PICKLES EMPHASIZED 


The Christmas and New Year’s sea- 
sonal potential in pickles is now being 
given a five-day highlighting by the Na- 
tional Pickle Packers Association, in five 
short brochures being mailed to grocers 
this month. 

Featured theme of the mailings will 
be a comely grocery clerk, who is pic- 
tured on the brochure covers showing 
how important such subjects as location, 
related items, special displays, etc., are 
in her store’s merchandising of pickles 
during the holiday season. 

But while eye appeal is high in the 
brochures, the contents are also high on 
specific selling ideas on one of the high- 
est profit items in the grocery business, 
according to William R. Moore, secretary 
of the NPPA. Almost 20 “how to do it” 
ideas on gearing in store pickle sales 
with other high profit holiday foods are 
listed in the mailing pieces. 

The mailings themselves will be made 
either by pickle packers or their whole- 
salers to grocer accounts. 

To back up its holiday sales program, 
the NPPA is also offering grocers a self- 
liquidating Christmas camera premium. 
The camera, retailing normally at $2, is 
being offered to customers via _ store 
poster and shelf coupons for $1 and the 
label from any package of pickles in the 
store. 

The offer is also being made available 
to grocers by pickle wholesalers and 
member companies of the NPPA. 


HARLAN L. POOLE, SR. 


A stroke on November 3 was fatal to 
Harlan L. Poole, Sr., 89, President, The 
Air Line Packing Co., Edgerton, Ohio, 
packers of Tomatoes and Tomato Juice. 
Mr. Poole died November 20th in a 
Montpelier, Ohio hospital. He was active 
in the business for the past 25 years. It 
is understood that the business will con- 
tinue under the management of his three 
sons. 


BLUE LAKE BEAN BOOK IN 
SECOND PRINTING 


F. M. Smith, President of the Asso- 
ciated Blue Lake Green Bean Canners, 
Inc., Portland, Ore., has announced that 
demands for the “Story of Canned Blue 
Lake Green Beans” far exceeded the sup- 
ply, and a second printing made neces- 
sary. Requests to the Association for 
copies of the book have been continuous 
since the book was first published in 
January, 1954. 


“Brokers who are handling Blue Lake 
green beans from the Pacific Coast are 
finding the book a valuable selling tool”, 
said Smith. “Wholesalers and chain op- 
erators have found the book a valuable 
sales training aid because the book 
simply and. graphically describes the 
superior quality of our Blue Lake variety 
green bean.” 


Trade and consumer promotion of 
canned Blue Lake variety green beans 
has attracted nation-wide attention since 
a group of 12 Pacific Northwest Blue 
Lake canners formed the Association in 
1951. This association was formed for 
the single purpose of acquainting the na- 
tion with this “aristocrat of the green 
bean family”. With the aid of “Mr. Blue 
Lake’”—the association’s trade character 
—the promotion efforts of the associa- 
tion tell the Blue Lake story to over 
10,000,000 families every month in lead- 
ing national consumer magazines. 


NEW TYPE OF DEHYDRATED 
MASHED POTATO 


The pilot-plant development of a new 
kind of dehydrated mashed potatoes with 
unusual properties was reported by a 
team of U. S. Department of Agriculture 
research scientists at the Sixth National 
Potato Utilization Conference at Ithaca, 
N. Y., November 17. 


Called “potato flakes” by the research- 
ers, the new product can be rapidly con- 


verted to mashed potatoes by addition of 
either hot water or milk. An important 
advantage of potato flakes is that the 
temperature of the water or milk can 
vary over a wide range. After whipping, 
the product has the texture and color of 
good freshly mashed potatoes. The 
flavor is delicious and somewhat that of 
baked potato. 


The potato flakes are made by drying 
cooked mashed potatoes on the rolls of a 
steam-heated double-drum drier. Com- 
mercial development must await comple- 
tion of storage tests and cost estimates, 
the scientists reported. They added that 
the process should be economical because 
the drying equipment is widely available, 
little labor is required and steam is used 
efficiently. 


The process and product are described 
in detail in the Department’s Agricul- 
tural Research Service Circular ARS- 
73-2, “Potato Flakes.” A free copy may 
be obtained from the Eastern Utilization 
Research Branch, U.S.D.A., Philadelphia 
18, Pa., or from Agricultural Research 
Service, U.S.D.A., Washington 25, D. C. 


CANNED FLORIDA MULLET 


A new canned fish product has been 
developed by the Food Technology De- 
partment of the University of Miami. 
Milton Kaplow, Assistant Professor of 
Research has announced. Canned mullet, 
according to Professor Kaplow, has a 
good texture and a good flavor very simi- 
lar to canned salmon. The product was 
first discovered when mullet was canned 
as a student laboratory exercise. It has 
since undergone four years of storage 
tests, and further research on methods 
of commercial production and handling 
are under way. Canned Florida Mullet, 
says Professor Kaplow, may prove to be 
a boon to the large Florida Mullet indus- 
try by providing a low-priced canned fish. 


THE CANNING TRADE 


James T. Smith, quality corn packer of Fawn Grove, Pe \n- 
sylvania received the second annual Appreciation Award of he 
Pennsylvania Canners Association at the Association’s / th 
Annual Convention held in Harrisburg November 23. Uncle . 1m 
as he is affectionately known, is the only surviving charter m« m- 
ber of the association. He is shown here with, left, A. Rved 
Hayes, Jr. of Reedsville, Retiring President of the Association 
who made the presentation of the plaque, and right, George C-. 
Lambert of Coatesville, newly elected President. 
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BURT HIGH SPEED 
CASE PACKERS FILL 


HAMACHEK 
Viners 


For Larger Profits 


A LARGER PROFIT for canners and 
freezers results from using HAMA- 


, CHEK Ideal Viners. They thresh 

‘ peas and lima beans more efficient- 
ly, permitting packs of improved 
quality. 

} 

, 4648 of these Viners during the 


1954 season took an increasingly THE EASIEST 


important part in the production of 


canned and frozen peas and lima CAN HANDLING 


beans. 


METHOD OF ALL! 
Improve 2uality BEATS FLEETING TIME! 


. ° eae Burt Packers save time because cans are lifted, then gently 
increase profits -- meet competitive pushed into proper tracks. Operator simply places empty 


conditions with the help of depend- case. The machine automatically fills and discharges case. 
able HAMACHEK Ideal Viners Funnel is cleared with every plunger stroke, minimizing 


, impact. Two-layer case filled with each stroke. 


Exclusive variable speed arranger assures uniform can sup- 


ply including automatic safety and clearing devices. 


Illustrated Literature and Price 
Information upon Request 


Speed up your “‘line”’ with 


HIGH SPEED CASE PACKERS 
and NON-STOP LABELERS 


BURT MACHINE CO., 401 E. Oliver St. Baltimore 2, Md, 


Kewaunee, 
Established 1880 Wisconsin 


PEA AND BEAN HULLING SPECIALISTS 
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Successful 
advertising... 


for you! 


lic CANNING TRADE - December 6, 1954 


When Canco’s full-color consumer advertising campaign 

in major magazines began last April, we knew the ads would 
receive a lot of attention from the public and from 

the canning industry. But even we were not prepared 


for the overwhelming success of this colorful campaign. 


Readership studies indicate that these ads are read by 

literally mellions of women. When asked what the ads said, 
women readers responded with spontaneous comments 

like these: “Cans keep vegetables and fruits looking 

fresh”... “It’s easy to prepare a full meal out of cans 

these days”. ..“Canned foods are economical and convenient”... 


“The can can be left open—saves time and space”... 


. “They only put choice foods in these cans.” 


Packers and retailers who have staged promotions based 
on individual ads in this series have written to tell us 


of their great pulling power. 


We are gratified to know that this consumer advertising 

is so enthusiastically received by the public—and 

so helpful to the entire canning industry. And we are 
planning to continue this unique program in 1955. 

Watch for announcements soon—you’ll want to know about 


our plans in time to tie in with your own brand promotion. 


Go first to the people who are first! 
AMERICAN 


CAN 
COMPANY 


=> 


New York, Chicago, San Francisco; Hamilton, Canada 
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Quarterly Corn Shipments 
Well Above Year Ago 


Corn canners shipped 9 percent more 
canned corn the first three months of 
the present season than they did during 
the same period last year, according to 
a report issued this week by the National 
Canners Association, Division of Sta- 
tistics. The greater activity however, was 
confined to the golden variety, especially 
whole kernel which experienced an 18 
percent increase over a year ago. Ship- 
ments of white corn, both whole kernel 
and cream style, were well below the 
same period of last year. 


By can size the shipments for 12 oz. 
and 303’s were up sharply, while ship- 
ments of No. 10’s were off sharply. By 
quality the increase, compared with last 
year, totaled 30 percent for standard, 21 
percent for extra standard, and 6 percent 
for fancy. A shortage of standard and 
extra standard seems definitely indicated. 


Compared with last year, all of the ex- 
cess stocks are located in the Mid-West 
with holdings in the East and Far West 
below the level of a year ago. In study- 
ing the stocks it should be noted that 
the volume of cream style, both white 
and golden is below last years level, all 
of the excess being in the whole kernel. 
This undoubtedly accounts for the rela- 
tively stronger market position of cream 
style. 


A careful study of the detailed table 
below is suggested. With the lower 
prices prevailing and when and if these 
reductions are handed down to the con- 
sumer, and in view of the increased qual- 
ity of the 1954 pack, it seems entirely 
possible that the record supply of canned 
corn for the 1954-55 season will be 
moved out to the consumer to a point 
where the carryover will be reduced at 
least to last year’s figure. Other favor- 
able aspects of the situation are the 
scarcity and higher price for peas and 
the increased tempo of canned foods ad- 
vertising, sales and promotion. 
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CANNED CORN—SUPPLY, STOCKS, SHIPMENTS. 


(Thousands of Actual Cases) 
Source: NCA Division of Statistics 


1950-51 1951-52 1952-53 1953-54 1954-55 
6,467 373 428 2,317 5,145 
Pack 21,645 30,189 38,212 36,245 36,761 
Total Supply 28,112 30,562 38,640 38,562 41,906 
Stocks, Nov. 1 18,843 19,718 24,703 29,584 32,081 
Shipments, Aug. 1 to Nov. Lu... 9,269 10,844 13,937 8,978 9,825 
Total Supply Nov. 1 Shipments Percent : 
Pack & Carryover Stocks Aug. 1-Nov. 1 Shipped 
1953 1954 1953 1954 1953 1954 1953 91954 
EAST 
Creamstyle, white ............... 83 65 61 40 21 25 25 38 
Whole Kernel, white... . 583 823 295 668 238 156 45 19 
Creamstyle, golden  ............0. 3,122 2,535 2,536 1,960 585 575 19 23 
Whole Kernel, golden. we 1,848 1,860 1,467 1,487 381 373 21 20 
TR sissiesvcccmicininaniond 5,585 5,283 4,360 4,155 1,225 1,129 22 21 
MID-WEST 
Creamstyle, white ............... 3,391 2,915 2,655 787 735 21 22 
Whole Kernel, white . 988 379 723 230 266 38 27 
Creamstyle, golden. .............. 10,622 7,470 7,972 2,560 2,650 26 25 
Whole Kernel, golden . ste 16,385 10,246 12,400 3,405 3,985 25 24 
Total W 31,386 21,010 23,750 6,983 7,636 25 24 
WEST 
Creamstyle, golden. ...........0 2,805 2,932 2,284 2,285 521 647 19 22 
Whole Kernel, golden . ii 2,305 1,931 1,891 249 414 11 18 
5,237 4,215 4,176 770 15 20 
BY STYLE 
3,785 3,456 2,796 2,695 809 760 21 22 
Total W.K. White .... oe 1,142 1,811 674 1,391 468 421 41 23 
Total C.S. Golden .... +e 15,957 16,089 12,290 12,217 3,666 3,872 23 24 
Total W.K. Golden .. 17,678 20,550 13,644 15,778 4,035 4,772 238 23 
4,927 5,267 3,650 4,086 1,277 1,181 26 22 
Total Golden 33,635 36,639 25,934 27,995 7,701 &,644 23 24 
Total Creamstyle .............006 19,742 19,545 15,266 14,912 4,475 4,632 23 24 
Total Whole Kernel 18,820 22,361 14,318 17,169 4,503 5,198 
BY CAN SIZE 
No. 2 105 16 &3 (a) 22 16 21 
8 Oz. 3,347 4,145 2,544 3,238 803 907 24 2 
: = 288 271 207 212 81 59 28 2: 
6,232 8,294 4,564 6,266 1,668 2,028 26 21 
303 25,062 26,187 19,518 19,992 5,544 6,195 22 24 
No. 10 3,419 2,888 2,567 2,299 852 589 25 2 
Mise 109 105 100 74 9 31 08 3) 
BY QUALITY 
Fancy $1,001 34,167 23,731 26,453 7,269 7,714 23.4 226 
Extra Standard _ .........cccccccscsoee 6,052 5,853 4,753 4,278 1,299 1,575 21.2 2 
Standard 1,509 1,886 1,100 1,350 409 536 26.4 2>.4 
Total All 38,562 41,906 29,584 32,081 8,978 


(a) Included in Miscellaneous. 


9,825 23 2: 
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MARKET NEWS 


PPLY, STOCKS AND SHIPMENTS 


C mpiled by NCA, Division of Statistics 
1958-54 1954-55 
(Basis 6/10s) 


TR 


CANNED APPLES 


Carryover, August 1 178,495 147,390 

Pock, Beginning of Season 
Supply l,556,683 2,001,922 
Stocks, November 1. 753,850 1,159,909 
Shipments During October........ 587,647 426,252 
Shipments, Aug. 1 to Nov. 1.... 802,833 842,013 
1953-54 1954-55 


(Actual Cases) 
CANNED APPLE SAUCE 


Carryover, August 1 178,804 540,618 
Pack, Beginning of Season 

7,511,864 9,612,168 
Stocks, November 1 4,014,221 6,708,848 
Shipments During October........1,537,704 1,202,407 


Shipments Aug. 1 to Nov. 1......3,497,643 2,903,325 


Continental Can Company has received 
a “Certificate of Cooperation” from the 
United States Foreign Operations Ad- 
ministration “for furnishing technical 
assistance to the people of friendly coun- 
tries cooperating to maintain individual 
liberty, free institutions and _ peace.” 
Presentation was made to Mr. C. E. Nor- 
ton, Manager of Overseas Technical 
Services of Continental Can, and was 
signed by Harold E. Stassen, Director of 
Foreign Operations. : 


Distributors Nov. 1, Stocks Little 
Changed From Year Ago 


Estimates of November 1, 1954, dis- 
tributor stocks of 18 “volume” canned 
foods—results of the first in a series of 
five measurements for the 1954-55 mar- 
keting season were released November 
30, 1954 by Robert W. Burgess, Director, 
Bureau of the Census, Department of 
Commerce. November 1 stocks of most 
canned food items covered in this report 
were down slightly below year-ago levels 
but reflected substantial seasonal in- 
creases over stocks on hand July 1, 1954 
—the last measurement of distributors 
stocks in the 1953-54 season. 


Stocks of citrus juices were down 
seasonally (25% to 38%) from July 1 
levels, but stocks of applesauce (—1%) 
and pineapple juice (—9%) declined 
contrary to their usual seasonal trend. 
The principal increases (over 1 million 
cases) from July 1 to November 1 stocks 
were reported for canned peaches, up 


from 2.6 to 4.3 million cases, and green 


and wax beans, up from 2.6 to 3.7 million 
cases, 


Stocks of peaches were also 686,000 
cases (19%) greater than reported a 
year ago. Other items with heavier in- 
ventories from a year ago were green 
and wax beans (4%), tomato catsup and 
chili sauce (4%), fruit cocktail (8%), 
and the three citrus juices (citrus blends 
(17%), grapefruit (24%), and orange 
(6%)). Stocks of pineapple juice were 
down 656,000 cases (40% )—the sharpest 
reduction from year-ago stocks held by 
distributors. The total supply of pine- 
apple juice was substantially larger, how- 
ever, as canners stocks indicated an in- 
crease of 1.9 million cases from last 
November. Tomato juice was down about 
one-half million cases (13%) from last 
year, with the remaining items showing 
smaller volume reductions from year-ago 
levels. 


(Continued on Page 23) 


FASTER 


Capacity uP to 
3,000 Ibs. per hour, 
depending oF product. 


i floor 
Occupies less 
oan than other peelers 


of same capacity: 


ling 
e For lye pee 
potatoes, carrots, 
and other root 
vegetables. 
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Removes peels 


Eliminates 


See your Robins 
representative or 
write for complete 
details of specifica- 
tions, prices, deliv- 
ery. Special litera- 
ture available. 


HKkRohbins 


AND COMPANY, INC. 


December 6, 1954 


The new hohins 
ROTO SCREW 
LYE PEELER 


floaters - - gives uniform lye penetration! 
tae Here’s good news for production 
oo lines! The NEW Robins Roto 
Screw Lye Peeler gives uniform lye 
treatment to entire batch thereby 
reducing peeling and trimming 
losses. Because of even penetration 
of the lye, vegetables reach 

the final washer completely 
treated to the right depth. Uni- 
formity of lye penetration is main- 
tained by time and temperature 
controls and by the revolving 
submerged screw conveyor, which 
eliminates floaters. Speed is adjustable. 
Gives you high food yield, lower 

cost of finished product. 


Manufacturers of Food Processing Machinery Since 1855 
713-729 East Lombard St., Baltimore 2, Md. 
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| THE ROBINS LINE 
INCLUDES EQUIPMENT 
| FOR PROCESSING 
Apples 
and apple products 
Asparagus ¢ Beets 
Corn « Dried Beans 
Lima Beans 
Marmalades 
Olives Onions 
Peaches « Peas 
Peppers « Pickles 


Potatoes 
white and sweet 


Pumpkin « Relishes 
Saverkraut Shrimp 
Spinach « Strawberries 
String Beans Tomatoes 


Merever 


Youll see ROBINS! 
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MARKET NEWS 


NEW YORK MARKET 


Tomatces Strong In West and Mid-West, 
Little Demand In East—Corn Prices Attrac- 
tive—Texas Bean Pack Not Expected To 
Help—Cranberry Sauce Tight—Mushrooms 
Sluggish — Leading Citrus Juice Canner 
Opens—California Fruits Continue Strong— 
Sardine Canners Having Trouble Finding 
Puree—Salmon Generally Firm—Good 
Movement Tuna. 


By “New York Stater” 


New York, N. Y., Dec. 2, 1954 


TOMATOES AND PRODUCTS—There 
was a report in the market from Cali- 
fornia that the Quartermaster Marketing 
Center was canvassing all West Coast 
canners of solid pack tomatoes, as well 
as products, especially paste, catsup and 
tomato juice for supplies. Quantities 
wanted were not revealed, but the im- 
pression was that they were large. The 
trade felt that these requirements could 
not be filled for the amounts desired. 

California tomato canners are not 
pressing sales. They are content to offer 
sparingly apparently with the knowledge 
that with the shortages in the East and 
Mid-West there will eventually be a rush 
to buy their products. 

The surprising feature in tomatoes is 
the absence of important demand in 
Eastern markets. There have been spurts 
of activity, giving the appearance that 
stocks were near the exhaustion point. 
Later, offerings increased and in most 
instances buyers withdrew. The market 
is nominally quoted at $1.20 to $1.25 for 
303s, and around $7.00 for 10s, f.o.b. 
cannery for standard products. 

In the Mid-West standard tomatoes are 
offered at $1.30 to $1.40 for 303s, f.o.b. 
cannery with not many at the lower 
level. For 46 oz. tomato juice, Mid-West 
canners ask $2.30-$2.40 and for fancy 2s 
$1.20. There are also offerings of puree, 
fancy 10s, 1.045 sp.g. at $6.50-$7.00, f.o.b. 
cannery. 

CORN—The demand for corn has not 
been quite as heavy during November as 
earlier in the season. The markets are 
at about the low of the year, pricewise, 
but some interests indicate that the cur- 
rent price basis is really as low as it may 
get, for with standard 303s, golden, f.o.b. 
Mid-West at $1.00 per doz., the price is 
considered highly attractive. Standard 
whole kernel golden was offered at $1.05 
f.o.b. Maryland canneries, and here too 
the price schedule is held to be in the 
buyers favor. 

STRING BEANS—Reports from Texas 
stated that packing operations were 
about over. The quality of the pack was 
reported as very good. Most canners op- 
erating in that territory are expected to 
have a wide assortment to offer to the 
trade. 

This will probably add to the depressed 
feeling in the market for at the moment 
the demand is poor and the supplies far 
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in excess of trade needs. It is a direct 
opposite to the situation prevailing at 
this time last year, when this pack was 
in demand and the supplies limited. 
Standard cut ungraded was offered 
around $1.00 per doz., f.o.b. Maryland 
cannery for greens, and wax was quoted 
at $1.15, both basis 303s. Mid-West and 
New York state markets were unchanged 
but at or very close to the low of the 
season. 


CRANBERRY SAUCE—This specialty 
has been one of the tight market items 
for some time. One Eastern packer 
lifted quotations somewhat as the de- 
mand continued heavy and the supplies 
limited. The trade feeling is that a 
stronger market generally will prevail 
before the buying to cover holiday needs 
ends. 


MUSHROOMS—tThere has been only a 
limited demand noted in the Eastern 
markets and a few packers in an effort 
to stimulate trade are again offering one 
case bonus with each ten cases of a size 
and item bought. For 2 oz. sliced the 
market was $1.80 per doz., f.o.b. Dela- 
ware and Pennsylvania canneries with 
freight allowed on shipments of 100 lbs. 
and over to points East of the Rockies 
and to West Coast ports. 


CITRUS JUICES—A leading Florida 
citrus juice canner established an open- 
ing price schedule covering practically 
the entire market. The basis was in line 
with other packers who have been offer- 
ing new canned products for some time. 
Orange juice sweetened and unsweetened 
was offered at $1.07% for 2s, $2.35 for 
46 oz., and $5.05 for 10s, per doz., f.o.b. 
Blended juices were priced at 95c, $2.05 
and $4.40 per doz., respectively. On 
grapefruit juice 2s, sweetened was named 
at 85c, 46 oz. sweetened and unsweetened 
at $1.80 and $10s at $3.90, also per doz. 
f.o.b. For segments, basis 303s, fancy in 
light syrup was $1.45, choice $1.35 and 
broken at $1.30, while fancy citrus salad 
308s were quoted at $2.15 and choice at 
$2.00, per doz., f.o.b. cannery. 

A moderate demand existed for citrus 
juices. The pack is increasing steadily, 
but the trade feels that a higher price 
range may follow in view of the stronger 
grower values. Many buyers apparently 
may not come into the market until after 
the turn of the year when the run of 
juices is generally of better grade. 


CALIFORNIA FRUITS—There were 
no price changes in the general market, 
but firmness prevailed throughout the 
list with little, if any, sales pressure 
noted. Stocks of major fruits unsold, 
especially cling peaches and apricots, are 
very low, while fruit cocktail, fruits for 
salad and mixed fruits were reported as 
having moved well for holiday trades. 
Many packers are now finishing up their 
second quarter contracts and shipping as 
fast as possible against this business. 
This year there has been little complaint 
from first hands as to obtaining shipping 
directions. 
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SARDINES—In California the pack- 
ing operations are steadily increasing, 
However, the trouble that canners now 
are encountering is the ability to obtain 
adequate stocks of tomato products for 
packing operations. The market showed 
no change with ovals packed in tomato 
or mustard sauce quoted at $7.50 per 
case and 1s tall natural around $6.00, 
with some canners said to be willing to 
shade to $5.75 per case, f.o.b. cannery. 

Maine sardines were also unchanged 
on the basis of $6.50 per case for keyless 
quarters f.o.b. However, the demand is 
by no means active. Consigned market 
stocks are not heavy. There was an idea 
that trade buying would expand materi- 
ally after the turn of the year when re- 
quirements for the Lenten season devel- 
oped. The Maine pack this year was close 
to 3,000,000 cases. 


SALMON—There is a decided short- 
age of pinks, with few offerings on the 
market. Where any are being made, the 
sellers ask at least $21.00 for talls. 
Chums are offered at $15.00 for talls and 
$9.25 for halves, f.o.b., and stocks are de- 
creasing. In some quarters Pudget Sound 
Sockeyes are quoted at $16.00 per case 
and in others sellers will not shade 
$16.50 pr case, f.o.b., for halves, flats. 

Generally speaking the market is very 
firm and one leading house said that only 
stocks of salmon remaining unsold _in- 
cluded Alaskas fancy chinooks and red 
fancy sockeyes halves, chums talls, and 
Pudget Sound sockeye halves. The 
feeling is that before many weeks pass 
these stocks wil lalso be hard to find. 

Most canners were withdrawn on 
Columbia River packs, of which canning 
operations this season proved to be the 
smallest in years. 


TUNA FISH—There is an exception- 
ally good movement’ reported from 
domestic quarters, especially for this sea- 
son of the year. The price basis appar- 
ently is attractive and despite the pres- 
sure of some foreign offerings and the 
lower prices for meats, buyers have con- 
sistently come in for stocks. The market 
held well pricewise, with fancy albacore 
solid pack, as to label carried, seller and 
quality, averaging from $14.00 to $16.25 
per case f.o.b. California shipping point. 


CHICAGO MARKET 


Holiday Items Occupy Buyers Attention -— 
Applesauce Volume Heavy—Short Deliveries 
On Beets And Carrots-—Peas Steady— o 
Change In Corn—Beans More Settled — 
Tomato Sales And Interest Tapered Off ‘ut 
Prices Remain Firm—High Prices For Ci‘: us 
Fruit—Salmon Firm—California Fruit: 
Strong All The Way. 


By “Midwest” 


Chicago, IIl,, Dee. 2, 195+ 


THE SITUATION—Activity was ai a 
minimum the past week as distributo"s, 
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MARKET NEWS 


busy with holiday sales, had little time 
for eanned foods except in isolated in- 
stances. Prices were generally unchanged 
as there wasn’t much to change them one 
way or the other. 


if anything could be called a highlight 
of the week it would have to be apple- 
saiice as higher prices have stimulated 
action on the part of buyers in their 
efforts to get under cover at the old 
prices. The bean market seems more 
stabilized than it has been since the new 
pack came into existence but corn con- 
tinues in the doldrums with little im- 
mediate hope for improvement. There is 
a demand here for pumpkin but nothing 
at all is offered and some Wisconsin can- 
ners have announced pro-rated deliveries 
on beets and carrots. Tomatoes and to- 
mato products, of course, still lead the 
parade on the strong side of the market 
closely followed by most West Coast 
fruits. 


Currently, the trade appear to have 
gone back into their shell of conservative 
buying and the general line of canned 
foods comes under the heading of rou- 
tine. Orders are small and even the 
larger distributors seem to need an 
assortment of items to make up a truck- 
load. Unless something now unforseen 


happens, it looks like this is the pattern, 
at least until after the turn of the year. 


APPLESAUCE—Those sauce canners 
with any kind of a following in Chicago 
were favored this week with considerable 
in the way of new purchases and ship- 
ping instructions against previous com- 
mitments. All of this business, of course, 
was done on the basis of earlier prices 
but the market today on fancy sauce is 
now at $1.40 to $1.45 for 303s with tens 
at $7.75 to $8.00. Movement has been 
excellent and the trade still feel that 
current prices on sauce represent a value 
as compared to other fruits. 


BEETS AND CARROTS—Some rather 
severe pro-rating was announced this 
week by Wisconsin canners in the case 
of canned beets. Deliveries ranged from 
as low as 20 percent up to as high as 90 
percent with the overall average some- 
where around 50 to 60 percent. Carrots 
too came in for some short deliveries but 
not to the same degree. Naturally, under 
such circumstances prices are firm and 
are expected to stay that way. Fancy 
sliced beets are held at $1.20 for 303s 
and $6.00 for tens with salad sliced at 
$1.00 and $4.75. Fancy diced carrots are 
now at $1.10 for 303s and $5.50 for tens 
with sliced at $1.25 and $7.00. 


PEAS—tThis market is steady and un- 
sold stocks appear to be in good condi- 
tion. Standard 4 Alaskas are difficult to 
find, particularly of the quality the buyer 
would like and prices are firm at $1.20 
for 303s and $6.75 for tens. Some sieve 
sizes of better grades are also difficult 
to locate and many canners no longer 
have a full assortment to offer. 


CORN—There has been no change in a 
deplorable situation and offerings of 
fancy corn have been complicated by 
carryover goods and lots that are of 
questionable quality. As a result, there 
are offerings here as low as $1.15 for 
fancy 303s with other canners at $1.20 
and some at $1.25. Extra standard can 
be bought at $1.10 and standard is gen- 
erally listed at $1.00 There has been no 
rush to buy despite bargain prices as the 
trade seem content to buy as needed and 
see what happens. 


BEANS—Both green and wax beans 
have been on the sloppy side ever since 
the pack began but things appear to have 
settled down at the moment. Some of 
the distress lots have been cleaned up 
which has relieved the situation although 
unsold stocks of beans appear to be 
ample. Fancy 3 sieve cut green are of- 
fered at $1.50 for 303s and $8.25 for tens 


QUARTERS 
AND HALVES 


FULL LENGTH 
SLICES 


SWEET. 
MIX CHUNKS SLICES 


RELISH DICES 


HAMBURGER 


BREAD & BUTTER 
SLICES 


High speed, dependable 
Urschel Cutting Units make it 
possible for Packers to cut 
pickles in all popular sizes 
and shapes — profitably! De- 
signed for small to largest 
operations, these widely used 
units fit perfectly into existing 
production lines. For cxact, 
profitable answers to your 
pickle cutting problem, consult 
with Urschel now. 
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MARKET NEWS 


with wax at $1.60 and $9.00. Standard 
cuts can be purchased as low at $1.00 
and $6.00. 


TOMATOES—Sales and interest have 
tapered off the past few weeks but prices 
are just as firm as ever. Standard 303s 
are at a bottom of $1.35 while ones are 
in short supply at $1.05. Extra standards 
are bringing $1.15 for ones, $1.65 to $1.75 
for 2s and $8.50 to $8.75 for tens. Cat- 
sup, puree and juice are also very strong 
as available supplies not only justify a 
firm market but local canners have not 
been bothered nearly as much this year 
by California competition. 


CITRUS—Fruit prices in Florida are 
steady although canners are still paying 
more than canned orange juice prices 
will return. The pack so far is under a 
year ago although shipments are higher 
particularly in the case of grapefruit 
juice. Fancy natural orange juice is 
listed at $2.60 for 46 oz. with 2s at $1.15 
while sugar added is offered at $2.40 and 
$1.07%. New pack sweetened grapefruit 
juice is available at $1.90 and $.85 with 
blended at $2.10 and $.95. 


SALMON—This market continues firm 
as supplies of just about all varieties ex- 
cept Puget Sound sockeyes are very 
limited. Prices on chums are stronger 
probably due to the shortage of pinks 
and good quality chums are now held at 
$16.00 for talls. What few pinks are 
offered here are listed at $20.00 for talls 
and $13.00 for halves while reds are held 
at $28.00 and $16.00. 


WEST COAST FRUITS—A strong 
market all the way currently with the 
heaviest interest in cling peaches due 
primarily to pro-rated deliveries and, in 
particular, the severe short deliveries 
made by packers of nationally advertised 
brands. Apricots are in about the same 
position and buyers here are having trou- 
ble finding the cocktail they need. There 
are pears, berries and sweet cherries 
offered but prices are firm and assort- 
ments are not what they shoud be. 


USDA PROPOSES REGULATIONS 
FOR PESTICIDE CERTIFICATION 
(FOOD AND DRUG ACT) 


Under 1954 amendment to the Act, 
residue tolerances or exemptions may be 
established for pesticide chemicals likely 
to occur as residues on harvested food 
crops, so that human consumption of 
toxic amounts of these chemicals can be 
avoided. Proposals for certification pro- 
cedure were published by USDA in the 
Federal Register, Nov. 24. Interested 
persons can submit their views on pro- 
posed procedure to the Chief, Plant Pest 
Control Branch, USDA, Washington 25, 
D. C., within 30 days. 
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CALIFORNIA MARKET 


Pear Pack Double Last Years — Grapefruit 
Juice Moving Well — Asparagus Stocks 
Limited—Puree, Paste Strong—Full Pack 
Carrots Expected—Beets Short—Beans Mov- 
ing Freely—Spinach Short—Mackerel On 
Weak Side — Sardine Pack Continues To 
Mount—De d For Salmon Slowed. 


By “Berkeley” 
Berkeley, Calif., Dec. 2, 1954 


PEAR, FIG PACKS—A feature of the 
week has been the bringing out on the 
part of the Canners League of Cali- 
fornia of figures in detail of the 1954 
packs of pears and figs. The packs of 
both these fruits were well ahead of 
those of the previous year, with that of 
pears almost double the output of 1953. 
The pack of pears in actual cases was 
3,183,961 cases and reduced to a 24/2% 
bases was 3,173,816 cases. The pack of 
figs totaled 514,900 cases and this re- 
duced to a 24/2% basis totaled 525,082 
basis. Last year’s pack of pears 
amounted to 1,595,761 cases, on the 
24/2% basis, while that of figs totaled 
479,600 cases. The 1954 pack of pears 
ran very largely to the No. 2% size, the 
pack in this size running to 1,628,062 
actual cases, or more than any three 
other sizes combined. The largest pack 
of figs was in the No. 303 size, at 226,757 
cases, or almost as much as the No, 2% 
and No. 10 sizes combined. 

The trade apparently estimated the 
pack of pears quite closely in advance 
so were not at all surprised when pack 
figures were released and the market has 
shown no special reaction. This fruit has 
been moving steadily and lists are quite 
uniform, with sales reported during the 
week at $3.85 for fancy No. 2% Bart- 
letts, with choice at $3.50 and standard 
at $3.15. Sales of No. 10 choice have 
been largely at $12.50-$12.65 and stand- 
ard a dollar less. 


CITRUS—While sales of most items in 
the canned fruit list have slowed down 
quite noticeably during the past two 
weeks, this has not been true of citrus. 
Grapefruit juice has been moving well at 
$2.00 for 46 oz., with blended grapefruit 
and orange juice at $2.20. Whole sections 
in grapefruit are priced at $1.62% in No. 
303 and at $1.00 in buffet. 


ASPARAGUS —Canners are having 
many calls for asparagus, but unsold 
stocks are in few hands and these are 
quite limited. Six months ago steps were 
being taken to hold down the pack and 
prevent an unwieldy surplus. White 
asparagus in the large size spears in No. 
2 is quoted at $4.00, but few sales are 
reported. All green in this size sells 
occasionally at $4.85 in Colossal. 


TOMATOES—One large canner of to- 
matoes and tomato products recently 
made an advance on tomato puree and 
tomato paste and a few days later came 
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out with an announcement that it was 
withdrawing entirely from the market on 
all items in tomatoes and tomato proi- 
ucts. For a few days it was selling No. 10, 
1.06 puree at $7.00-$7.10, depending on 
the brand, 1.045 puree at $6.00 and 1.07 
at $8.00. Tomato paste was being moved 
at $11.75 for 26-28 percent in the No. 10 
size and at $7.00 for this percentage in 
the 96/6 oz. case. 


CARROTS—The canning of carrots 
has been held back somewhat in the 
Pacific Northwest by heavy rains, but it 
is expected that a full pack will be made. 
A fair market demand is reported, with 
prices somewhat lower than those of last 
year. Packing is under way in California, 
but a large part of the crop is being sent 
to the fresh markets. A featured brand 
is being offered at $1.40 for diced car- 
rots in No. 308 glass and at $6.50 a 
dozen for the same item in No. 10 tins. 


BEETS—Beets are in short supply in 
all West Coast packing areas, with most 
canners forced to prorate. Inquiries are 
being had from other markets for this 
item, indicating that the shortage must 
be quite general. 


GREEN BEANS—Green beans have 
moved quite freely and while the pack 
has been quite a large one on the Pacific 
Coast it is noted that some items in the 
list are already in short supply, with 
withdrawals here and there. In general, 
however, it is believed that stocks are 
ample to carry the trade through the 
season. 


SPINACH — The demand for spinach 
continues strong and stocks are now con- 
centrated in a few hands, with these none 
too large. Some of the large interests 
are completely sold up and will have 
nothing to offer until next spring. Most 
sales of late have been at $1.55 for No. 
2% fancy and $4.60 for No. 10. 


FISH—Mackerel is one of the weak 
items in the canned fish line, despite the 
fact that the pack is a very light one 
this year. Sales of No. 1 tall jack mack- 
erel have been reported at well below 
$6.00. Even the prized Pacific mackere! 
is selling at $7.00 in some _ instances. 
Anchovies in tomato sauce sell at $5.50- 
$5.75 a case in 5-oz., and at $6.50-$7.0) 
in 1-lb. ovals. The pack of California 
sardines is mounting rapidly, with sales 
of No. 1 oval in tomato sauce report«:| 
in the range of $6.75-$7.25. The 5-o”. 
pack in talls, also in tomato sauce % 
priced at $6.00 to $6.25. 

The demand for canned salmon h: : 
slowed down somewhat, now that co 
weather is the rule, but stocks of son’ 
items are about out of first hands. T!- 
pack of pink salmon was off in boi: 
Alaska and British Columbia. Chums a' » 
in better supply, but a close cleanup 
expected before next season. Alas! 
pinks are quoted at $21.00 for talls ai 
$13.00 for halves, with chum selling for 
as much as $16.00 for talls and $9.25 for 
halves. 
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DISYRIBUTORS STOCKS 


(Continued from Page 19) 


\/HOLESALE DISTRIBUTORS 


STOCKS 
(Including Warehouses of Retail Multiunit 
Organizations) 
(Thousands of actual cases) 
Nov.1, Nov.1, Julyl, 
Commodity 1954 1953 1954 
VEGET \BLES, 
Beans, green and wax +3,663 3,523 2,553 
—4,554 4,675 4,082 
PERS —4,157 4,418 3,313 
Sauer kraut 724 642 
Tomatces — 8,600 3,888 2,810 
Tomato catsup 
and chili sauce.......... +2,289 2,195 1,541 
Total 5 vegetables 
(not inel. 18,263 18,699 14,299 
Fruits : 
—1,114 1,334 1,128 
—837 854 611 
Cherries, red-pitted .... —708 720 390 
Fruit cocktail’ ............ +1,583 1,463 1,330 
Peaches wee +4,289 3,603 2,600 
—1,071 1,080 976 
—1,989 2,079 1,868 
Total 7 fruits........ 11,591 11,133 8,903 
JUICES: 
Citrus blends _ .............. +451 385 605 
Grapefruit ..... +-890 718 1,249 
Orange ...... +1,061 1,000 1,709 
Pineapple... —995 1,651 1,097 
Tomato? wee —3,151 3,642 2,449 
Total 5 juices........ 6,548 7,396 7,109 


na. Not available. 


‘Includes fruits for salad and mixed fruits (ex- 
cept citrus). 

“Includes vegetable juice combinations contain- 
ing at least 70 percent tomato juice. 

Source: Business Division, Bureau of the Census. 


COMBINED STOCKS 


Of the products shown in the table 
above, the National Canners Association 
has reported Nov. 1 canners stocks (in 
thousands of cases) of corn, 32,081, peas 
17,886, RSP cherries 1,773 and apple 
sauce 6,709. 


The Florida Canners Association has 
reported canner stocks as of Oct. 30, 
basis 2’8 (also in thousands of cases), 
of grapefruit juice 880, orange juice 684, 
combination juice 270. Thus it is possi- 
ble to show in the following table the 
combined stocks or total supply of these 
items. Although canner stocks of citrus 
are on a basis of 2’s and distributors 
stocks are in actual cases, the figures 
for the two years are at least compar- 
able. 


CANNER-DISTRIBUTOR STOCKS 


COMBINED 
(Thousands of Cases) 

Nov. 1, Nov. 1, 

Commodity 1954 1953 
Corn 36,635 34,259 
Peas 22,043 25,655 
Orange Juice 1,554 
Blended Juice 599 


Fifty-seven million pounds of food, the 
largest relief shipment ever made in 
peace time, will shortly leave Philadel- 
phia bound for relief families in Europe, 
Africa and the Near East. Called Opera- 
tion Poinsettia, these Christmas gift food 
parcels are being made up of surplus 
stocks of USDA. The Foreign Operations 
Administration, government agency that 
handles economic aid abroad, is spending 
$3,500,000 to distribute food to needy 
families throughout the world—this side 
of the Iron Curtain. Actual distribution 
will be handled by American Council of 
Voluntary Agencies for Foreign Service, 
Inc., New York City. This organization 
is made up of relief, charitable and re- 
ligious groups. 


The first load of avocados ever to be 
exported from Florida left Jacksonville 
by ship last week for a British posses- 
sion, it was announced by H. N. Baron, 
export manager for the Florida’ Citrus 
Exchange. The Exchange, = which 
changed its name Sept. 1, conducts all 
fresh fruit operations in the name of 
Seald-Sweet Sales, Inc., but exports un- 
der the old name. Baron emphasized 
that this is not a trial shipment. It is a 
bonified order and we hope to expand 
our foreign markets for this commod- 
ity,” he said. 


IEDMONT LABEL CO. INC. 


LITHOCRAPHERS 


EDFORD viRcinia 
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INER COMPANY 


“Columbus 8 Ohio 
Originators of Hydraulic Elevating 


4 Equipment 


VINERS 

es VINER FEEDERS 

WASHERS 

BEET CUTTERS 

@ PICKLE CUTTERS 

@ TUBULAR BLANCHERS 

@ SEPARATING UNITS 

SUPPLY TANKS 

@ FLUME EQUIPMENT 

® HYDRAULIC ELEVATORS 
RED BEET COMBINES 

® CARROT COMBINES 

WASHER ELEVATORS 

DISTRIBUTING SYSTEMS 


Handles any food commodity that can be elevated and 
conveyed in water—hot, cold or refrigerated. Specially 
designed non-airlocking pump — large capacity — will 
not damage product. Available in 3” to 6” pump sizes; 
choice of Weinman or Fairbanks-Morse bladeless pump, 
variable speed drive. 


Write for complete information Today! 
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(Spot prices per dozen F.O.B. 
cannery unless otherwise 


specified.) 
ASPARAGUS 
Calif., Fey. All Gr. No. 2 
Nominal 
BEANS, StrincLess, GREEN 
MARYLAND 
Fey., Fr. Style, 8 .95-1.00 
No. 303 1.45-1.60 
No. 2 1.85-1.90 
No. 10 8.50-9.00 
Ex. Std., Cut Gr., § oz. 90-.95 
1.15-1.35 
No. 10 7.25-7.50 
Std., Cut, Gr., No. 303..........1.00-1.05 
No. 214 1.70 
6.25-7.00 
NEw York 
Wh., Fey., 2 sv., No. 303....2.50-2.75 
3 sv. 2.25 
Cut, Fey., 3 sv., No. 303....1.50-1.55 
No. 10 8.25 
Fey., 4 sv., cut, No. 303...... 1.40-1.¢ 
7 
Ex. Std., 25-1. 
No. 10 J 
Std., Ung., No. : 1.1: 
Fey., 4 sv., cut, wax, No. 308....1.50 
WISCONSIN 
Wh., Fey., 2 sv., No. 303 
No. 10 
3 sV., 
12 
Ex. Std., 3 sv., No. $03...... 
Cut, Fey., v., No. 308......1.50-1.55 
8.25 
8.00 
Ex. 4 sv., No. 1.30 
10) 7.00 
0 
Wax, Cut, Fey., sv 
4 sv. 
5 sv. 
TExAsS, Cut Gr., 1, 2, 
No. 10 9.00 
Ex. Std. Cut, 4 sv., No. 10.......... 6.00 
No. 10 5.50 
Fey., Whole, 3 sv., No. 10.......... 9.50 


BEANS, LIMA 
Tri-States, No. 303, All Gr. 


Small 2.20-2.25 
1.85-1.90 
Gr. & White, Ex. Std... ween 
1.25-1.35 


BEETS 
Md., Fey. cut, Diced 303s....1.00-1.05 
Fey., Sliced No. 
WISCONSIN 


Rey, Sl; Nes. 
No. 303 1.20 
No. 10 6.00 

1.00 
4.25-4.75 

Cut, No. 303 
No. 10 

N.Y. Fey., Cut & Diced 308s..1.05-1.10 
1.25 

Texas, Fey., No. 1.00 
No. 10 5.25 

CARROTS 

Wis., Fancy, Diced, 
No. 10 5.00-5.50 

Md., Fey., Diced, No. 308.......... 1.00 
No. 10 

CORN— 

MARYLAND 


W.K. Gold., Fey., No. 8 ae -90-.95 


No. 10 8.50 
No. 10 8.00 
No. 10 7.00 
Shoe Fey., No. 308......1.60-1.65 
No. 8.50-9.00 
C.S. No. 308......1.25-1.30 
No. 10 8.00-8.25 
No. 10 7.50 


No. 10 6.50-6.75 

MIDWEST 

W.K. Gold., Fey., No. 208... 15-1.25 
12 oz. vac 1,22% 
No. 10 7.50 

No. 10 7.00 

Std., No. 303 1.00 
No. 10 6.25-6.50 

C.S. Gold., Fey., No. 303..1. 20-1. 821% 
No. 10 é 

Ex. Std., 
No. 10 

Std., No. 308 1.00-1.05 
10 6.50 

Gent. W.K., Fey., 8 0z2......... ; 

303 
No. 10 

C.S. Fey., 8 oz 
No. 10 

PEAS 


MARYLAND ALASKAS 
Fey., 2 sv., No. 303... wl. 75-1, 
No. 308, Ex. Std., 2 
1.35-1 
7 


de 
Std., Ungraded, No. 303.......... 1.10 
MAryLANn SWEETS 
80) 
4 sv. 
8.50-8.7 
Ex. Std., Ungr., 8 02z.. 
No. 303 30 
No. 10 
Std., Ungr., No. 303............ 1.15-1.20 
7.00 
Mipwerst ALASKAS 
No. 3038 2.50 
No. 303 2.00-2.15 
No. 10 12.50 
No. 303 1.65 
No. 303 1.65 
No. 10 10.50 
1.40-1.45 
No. 10 8.25-8.50 
-85 
No. 303 1.30 
No. 10 7.25-7.50 
No. 10 6.75-7.00 


Mipwest SWEETS 
Fey., 3 sv., 


No. 303 
Fey., 4 sv 
No. 303 
No. 10 
Fey., 5 sv 
No. 308 
No. 10 
Ex. Std., 2 sv., No. 808.............. 1.65 
Ex. Std., 3 sv., No. 308........ 1.35-1.45 
8.25 
Ex. Std., 4 sv., 8 oz... .85-.8714 
No. 303 1.25-1.30 
No. 10 7.50-7.75 
No. 303 1.25 
No. 10 7.50 
Std., Ungr., No. 1.20-1.25 
No. 10 7.00 
Std., 5 sv., 8 oz.......... -75-.77% 
No. 303 1.20 
+: No, 10 6.75-7.00 


POTATOES, SWEET 
Md., Fey.,.Sy. Pack, 


No. 2% 2.50-2.60 

No. 10 9.75-10.50 
PUMPKIN 


Midwest, Fey., No. 303..(nom.) 1.00 
No. 24% «.(nom.) 1.40 
5.1 


(nom.) 5.15 
SAUERKRAUT 

Midwest, Fey., No. 971% 
No. 2 1.05 
1.35-1.45 

No. 10 4.40 
N.Y., Fey. 303’s........ -95-1.00 
1.25-1.85 

Texas, No. 303 1.10 
No. 10 5.15 


SPINACH 
Md., Fey., 8 oz. 80 
No.. 303 1.15 
No. 2 1.20-1.25 
1.60-1.65 
No. 10 5.50-5.75 
Ozark, Fey., No. 308 ............ 1.10-1.15 
No. 2% 1.60 
No. 10 5.25 
Calif., Fey. 
1,10-1.12% 
No. 2% ... pees 
TOMATOES 
Md., Std., No. 1 
No. 303 
No. 2 
No. 2% 
No. 10 7.0027 
8.00 
. New York, Fey., Wh., 
Ex. Std., No. 2 ..1.75-1.80 
INDIANA, Fey., No. 2 icvceuinatiaiaeiaes 2.15 
No. 2% 
Ex. Std., 
No. 2% 2.50 
3.50-8.75 


ode 


35-1.40 


No. 2" 1.65 
No. 2% 
No. 10 7.50-7.60 
Std., No. 303 1.30 
No. 2 1.45 
No. 2% 1.85 
No. 10 
TOMATO CATSUP 
1.70-1.75 
12.00 


No. 10 in 
TOMATO PASTE er Case) 
No. 10 (per doz.).. 11.75 


TOMATO PUREE 
Calif., Fey., 1.045, No. 2............1.65 
No. 2% 1.90 
No. 10 6.00 


6.00 


No. 
Md., Fer. 


FRUITS 
APPLE SAUCE 
East, Fey., No. 308............... 
No. 
Calif. 
No. 303, 
9,25-9.50 
APRICOTS 
No. 303 
No. 2% 3.60 
No. 10 12.00 
Choice, 8 oz.. 


No. 10 9.85-10.10 
Whole, Unpeeled, No. 308..........1.70 
No. 2% 2.80 
Whole Peeled, No. 303 
3.55-3.65 
12.10-12.35 
11.00-11.25 
CHERRIES 
R. Water, No. 303........ 2.30-2.40 
2.60-2.65 
13.25-18.75 
N.W., Calif., R.A., Fey., 8 07.....1.75 
No. 303 3.05 
4.75-5.00 
No. 10 17.90 
Choice, 8 oz. 1.65 
No. 303 2.90 
4.50-4.75 


CANNED FOOD PRICES 


No. 10 16.60 
4.15-4,35 
No. 10 15.10 
No. 10 Fey. 17.00 
COCKTAIL 
No. 2% 3.60 
No. 10 13.25 
Cholee, NO. SOB 2.15-2.20 
No. 2% 3.35-3.50 
PEACHES 
Calif., Cling, Fey., 
1.80-1.82% 
No. 2% 
No. 10. 
Choice, No. 303 
No. 2% 
No. 10 9.60-9.85 
No. 2% ... 
5 
Water Pack #10 ... 


Elberta, Fey., No. ‘ 

Choice, No. 2¥, 
PEARS 

Calif., Fey., No. : 
No. 2% 
No. 10 

Choice, No. 302 .... 
No, 8% 
Mo. 10 

Std., No. 303 . 
No. 10 

N. W. Bartletts, 
No. 10, Fey. Al 


PINEAPPLE 

Hawaiian, Fey., SI., No. 2......... 2.85 
No. 2% ....... 3.30 
12.60 

Crushed, No. 2 2.40 
2.95 

Choice, Sl., No. 
No. 2% 
No. 10 

Std., Half Slices, No. 2.............. 2.25 
No. 2% 2.70 


JUICES 

CITRUS, BLENDED 
1. ‘40 

GRAPEFRUIT 

-1,80-1.90 
3.90 


46 oz. ants 2.35-2 “60 

5.00 
PINEAPPLE 

Hawaiian, Fey., No. 2..........+ 


46 oz. 2.45-2.60 
46 oz. 2.8.-2.40 
No. 10 1.50 
Calif., Fey., No. 20 
46 oz. 2.41)-2.50 
4.60-4.90 
FISH 
SALMON—PEr 
Alaska, Red, No. 1T........ 28.00-29.50 
6,50 


27.00 28.00 


P.s. Sockeye, No. 1T 
16.50. 19.00 


Pink, Tall, No. 
14’s 12.50- 13.00 
Chums, TIO. 15.00-16.00 
4's 9.09.25 


SARDINES—Per CASE 
Maine, Oil 
Calif. Ovals 48/1’s per case..6.7-7.50 
TUNA—PeErR 


Fey., White Meat, 14’s......14.25-16.25 
Fey., Light Meat, 13.25 
Chunks 10.25 


3.50 
235 
No. 303 50 
2.65 
Calif., Fey., S.P., No. 308............1.70 3.15 
3.85 
3.50 
2.65 
¢ : 
1.045 NO. 90.95 ORANG 
TOMATO 


